Restrictions on alcohol marketing are potentially a costeffective way to reduce alcohol-related harm in the Latin America and Caribbean region. To strengthen current alcohol marketing regulations, it is important to document and evaluate critically the marketing and promotional strategies used by the alcohol industry, and to conduct further research on the population impact of alcohol marketing regulations in terms of alcohol-related harm. At least six industry marketing strategies need to be investigated, and there is a need to improve the methods, theories and research designs used in the study of the alcohol industry as a possible inducer of alcohol-related problems.
A significant amount of alcohol industry revenue is spent on the marketing and promotion of alcoholic beverages [1, 2] . Expenditure on alcohol marketing may be particularly effective in developing countries, which are not yet saturated by advertising. Despite industry claims that marketing is used only for brand switching and to capture market share, there is a significant link between exposure to alcohol marketing and the subsequent initiation of drinking and drinking problems among young people [3] [4] [5] .
This paper argues that the alcohol industry's marketing activities play an important role in defining the environment in which harmful drinking patterns are learned and practised. For this reason, it is important to document and evaluate critically the impact of marketing and promotional strategies used by the alcohol industry in the region, and to evaluate the impact of new regulations.
Alcohol marketing regulations in the Americas are relatively weak [6] . Currently, most countries have no statutory regulations for marketing alcohol on national television, radio or the internet. At least six marketing strategies are worthy of investigation: promotion of alcohol among vulnerable groups such as young people [7, 8] and women [9] [10] [11] [12] ; product innovations and packaging designs [13] [14] [15] [16] ; life-style marketing and sponsorships [8, [17] [18] [19] [20] ; use of the social media and digital marketing [21, 22] ; and activities to increase the number of drinking occasions [23] [24] [25] [26] .
As a working hypothesis, it is proposed that both the content and volume of alcohol marketing can lead to increased alcohol consumption in the Latin American and Caribbean (LAC) region which, in turn, may increase the rate of alcohol-related problems in exposed populations, particularly among vulnerable groups. As noted by Baum et al. [27] , transnational corporations (TNCs), particularly those operating in sectors such as food and beverage, tobacco and pharmaceuticals, can be harmful to health because of the products they produce and the influence TNCs have on government regulations. These authors have promoted the use of corporate health impact assessments (CHIAs) to identify the social, environmental and economic factors that influence health and health equity outcomes. Among the structural features in need of study are political practices (e.g. lobbying), business practices (e.g. use of litigation), product design and marketing. We believe that this approach applies well to the study of alcohol TNCs.
Although a growing amount of research has been conducted on the alcohol industry's marketing and corporate social responsibility (CSR) activities, it tends to be piecemeal, descriptive and a-theoretical. There is a pressing need for better methods, improved research designs and new theoretical approaches to guide this research.
Better methods could take the form of public health surveillance of advertising content using validated procedures capable of documenting violations of industry self-regulation guidelines [28] . The collection of both quantitative (e.g. code violations and marketing expenditures) and qualitative (e.g. corporate reports, stakeholder interviews) data would enhance the ability to conduct CHIAs related to alcohol marketing regulations.
Improved research designs are needed to take into account the complex nature of the alcohol industry and the direct (e.g. political donations) as well as indirect (e.g. CSR activities) ways in which it influences alcohol policy and alcohol consumption. The CHIA framework [27] , for example, can be applied to alcohol TNCs to study the effect of different regulatory structures on the exposure of vulnerable populations to potentially harmful alcohol marketing and to compare different alcohol TNCs within and across countries.
A third area in need of improvement is theory. The alcohol field has few population-level theories to guide policymaking, despite having many policies, such as marketing bans and availability restrictions, which operate at the population level. Two current theories that would benefit from further development are availability theory and the epidemiological cascade.
Alcohol availability has been implicated as a key mechanism responsible for the development of alcohol problem epidemics, and it also contributes substantially to the endemic problem levels that characterize many countries [2, 29] . Availability can be conceptualized in terms of at least four varieties: physical (e.g. convenience and access), economic (affordability), social (e.g. norms) and psychological. The latter is conditioned by cultural expectations such as learned expectancies, and it determines how readily alcohol fits into a person's self-image and life-style. To the extent that alcohol marketing and product design influence psychological availability, this should be investigated as a possible mechanism for changes in alcohol consumption.
Another theory that can be used to guide marketing policy research is the application of the epidemiological cascade model to trace the influence of the alcohol industry on marketing policies, alcohol consumption and alcoholrelated problems [30, 31] . This framework [31] begins with government-sanctioned corporate profit-making, progressing through the analysis of industry decision-making and business practices, and ends with their impact on alcohol consumption and individual-level health and social consequences. The explained variable at one level is also the explanatory variable at the next lower level, establishing a causal chain that can be followed along the epidemiological cascade from the site of societal power (e.g. corporate marketing activities) down to the host.
The marketing strategies and the tactics used by TNCs to promote their products suggest the need for a comprehensive approach to the identification of both 'upstream' and 'downstream' causal mechanisms. The measures, research designs and theories can also be applied to the evaluation of statutory regulations. Evidence suggests that the industry's marketing activities contribute to the ongoing recruitment of women, young people and the emerging middle class in many developing countries, and may reinforce the hazardous alcohol consumption of male heavy drinkers [29] . These activities could increase the total volume of alcohol consumption through the promotion of more frequent drinking occasions. Future research should be conducted to test hypotheses derived from relevant theory in order to inform the policymaking process more clearly.
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